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 The purpose of this study is to examine the influences of self-identity, subjective norm and attitude 
on the intention to purchase luxury fashion goods. It also demonstrates how purchase intention 
influences on customers' intention to pay premium prices for luxury fashion goods. A theoretical 
model is established and assessed in this study on a sample of luxury fashion consumers in Malay-
sia. By means of a self-structured questionnaire, 240 valid submissions are included for data anal-
ysis with the Smart-PLS software 3.2.0. The results support all hypotheses on the correlation of 
self-identity, subjective norm and attitude with purchase intention and price premium, except the 
correlation between self-identity and purchase intention. This is the first research paper investigat-
ing self-identity as an antecedent of purchase intention, and price premium as a consequence of 
purchase intention. It also justifies the behavior of luxury fashion consumers with regards to luxury 
fashion products. Findings from this study may help marketers develop effective strategies which 
would yield them a competitive advantage within the luxury fashion market.  
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1. Introduction 
 
 
The demand for luxury brand products has experienced a worldwide growth rate of 7% from 1995 to 
2013, which is expected to increase even more at an annual rate of 4 or 5% until 2020 (Kapferer & 
Laurent, 2016). Recently, international luxury fashion homes have shown a solid interest in the market 
in Malaysia, as most leading luxury fashion brands have opened up stores in among other places, Suria-
KLCC, Pavilion, Starhill Gallery, The Gardens and Johor Premium Outlet (Euromonitor International, 
2016). Consumer involvement in the recently-expanding Malaysian luxury market is expected to become 
more widespread due to lifestyle changes, as Malaysians begin to spend more and more on luxury goods 
(McColl & Moore, 2011). Official statistics revealed that the total retail sales in Malaysia hit 33.6 billion 
ringgit in July 2016, following an increase of 9.4% over the course of one year (Department of Statistics 
Malaysia, 2016). For this reason, an investigation of the variables encouraging customers to buy luxury 
goods has valuable managerial and theoretical contributions, especially to marketers (Chiu & Leng, 
2016). From these findings, marketers may develop effective strategies to gain customers and enhance 
customer loyalty, an important aspect in the long-term, and cater to the increase in demands for luxury 
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fashion goods (Soh et al., 2017).  A deeper understanding of consumers will provide companies with a 
competitive advantage in the luxury fashion market (Keller & Kotler, 2016). 
 
One characteristic of luxury products is price premium, which is critical for businesses to sustain in a 
competitive market (Anselmsson et al., 2014). According to Ailawadi et al. (2003), price premium is an 
indicator of brand power and strength, as price premium is an achievement after many years of stability 
in a competitive market. Although price premium is an essential trait of a successful brand, empirical 
studies on the factors motivating customers to pay price premium are scarce (Anselmsson et al., 
2014).Furthermore, it has been demonstrated by prior studies that an individual’s identity can be used to 
predict customer engagement and behaviour (Coelho et al., 2018; Maria & Brandão, 2017). This research 
paper implements the Theory of Planned Behaviour (TPB) to analyse elements affecting customers’ dis-
position towards price premium. In the luxury sector, literature on marketing and on consumer behaviour 
has already studied behavioural intentions (Mamat et al., 2016;  Wu et al., 2015)  and buying behaviour  
(Zhan & He, 2012; Soh et al., 2017). Yet not enough studies have examined the effect of self-identity on 
behavioural intention and other factors such as subjective norm, attitude, self-identity and behavioural 
intention on whether consumers actually pay the price premium for goods in Malaysia (Anselmsson et 
al., 2014; Wu et al., 2015). This paper is meant to fill in such gaps via the inclusion of self-identity and 
price premium to the Theory of Planned Behaviour. Hence, the research objective is to investigate how 
self-identity, attitude and subjective norm influence customers’ behavioural intentions and how these 
affect their contentment with premium-priced luxury fashion items in Malaysia. In the following section, 
the theories behind the paper shall be discussed, alongside the process by which the proposed model was 
created, and the hypotheses, discussion, implications, limitations and recommended direction for future 
research. 
2. Literature review 
2.1 Luxury Fashion 
 
The discussion of luxury versus non-luxury products is driven normally by premium characteristics that 
distinguish the two broad categories (Heine, 2010). Luxury products are known for their high price, high 
quality, high aesthetics, their rarity, their extraordinariness, and the symbolism of their products 
(Sjostrom et al., 2016). Berthon et al. (2009)  suggested the characteristics of luxury goods are to be 
categorised into three dimensions: functional, experiential, and symbolic, that correspond to the three 
spheres, which are material, individual, and social. One of the early definitions of luxury products is the 
relationship between their functional value, their price value and their intangible and situational value, 
which oversees their intangible and situational value as consistently higher than their functional value 
when the latter is associated with their price (Nueno & Quelch, 1998). Shukla et al. (2009) argued that 
non-luxury products appeal to consumers because of their functionality, unlike luxury products which 
appeal to consumers because of their experiential and symbolic values. It is evident that goods in general 
have a prominent role in the satisfaction of socio-psychological needs in humans.  
The luxury fashion products domain extends to apparel, shoes, underwear, as well as other accessories 
such as belts, scarfs, ties, eyewear, bags and wallets (Heine, 2010). Depending on the scholar, there may 
be slight differences in the domain, regarding the inclusion or exclusion of items such as perfume and 
jewellery (Vigneron & Johnson, 2004). Based on the 2016 report of Euro monitor International, the active 
international luxury houses in Malaysia are LVMH, Prada, Kering, PVH, Luxottica and Burberry, offer-
ing Louis Vuitton, Gucci, Prada, Calvin Klein, Burberry and Emporio Armani.  
In Asia and specifically in Malaysia, the sale of luxury goods is expected to rise (Soh et al., 2017). This 
expansion of the Malaysian luxury market is expected to impact consumers’ lifestyles (Euromonitor 
International, 2016). During the latest years, there has been an increase in the consumers’ income, leading 
to a subsequent increase in their demand for luxury fashion goods (Vijaranakorn & Shannon, 2017). 
Moreover, retail sales in Malaysia have recorded a total of 33.6 billion in July 2016, which is a 9.4% 
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increase since July 2015 (Soh et al., 2017). In Malaysia, there are a number of international fashion 
brands located in shopping malls, indicating that Malaysian consumers tend to shop for branded goods 
(Ashraf, 2017). 
 
2.2 Research Hypotheses 
 
Luxury fashion goods have a symbolic value that, when this corresponds to the consumers’ self-identity, 
it will motivate them to purchase these products. It has been argued that individual behaviour is affected 
by self-image and personality (Sirgy, 1986). Choo et al. (2012) argue that self-expression is provided by 
the symbolic value of a product. Kauppinen-Räisänen et al. (2014) stated that one must note that luxury 
fashion purchase is often self-oriented, as consumers tend to self-gift themselves. Soh et al. (2017) in-
vestigated luxury fashion purchase behaviour among 384 generation Y consumers and proved that the 
need for uniqueness influences the consumer’s purchase intention. The correlation between self-identity 
and consumers’ purchase intention regarding organic cotton apparel was examined and demonstrated by 
Hustvedt and Dickson (2008).  In their study on fashion buying behaviour among generation, Valae and 
Nikhashemi (2017) proved a considerable correlation between self-identity and purchase intention. The 
outcome of self-identity on different constructs of TPB has been examined in numerous studies. Fashion 
reflects the personality and behaviour of an individual (Valae & Nikhashemi, 2017). Consumers buy 
luxury fashion products to have in their possession an item of a symbolic value that relates to their identity 
(Michaelidou & Dibb, 2006). Moreover, in a study by Khallouli and Gharbi (2013) a person’s belief 
concerning his/her capability to exhibit a specific behaviour is shaped by the self-expression, which leads 
to form specific self-identity. De Mooij (2010) indicated that when people have a clear identity, they are 
motivated to exploit available resources including money, time and effort to purchase products that re-
flect their own identity, regardless of how high the price is. 
Maloney et al. (2014), Han and Stoel (2016) and Kong and Ko (2017) argued that when products reflect 
their identity and personality, their positive perception of this product might enhance their disposition to 
pay the high price. Therefore, it is assumed that self-identity will improve customer disposition towards 
paying premium prices and thus, their purchase intention of the product. 
 
H1: Self-identity increases a customer’s will to pay premium price. 
H2: Self-identity enhances a customer’s purchase intention. 
Attitude and subjective norm are the determinants of the TPB model by Ajzen (1991). Hsu et al. (2017) 
demonstrated that TPB is the most reliable model predicting social behaviour. According to Ajzen, 
(1985) behavioural intention is influenced by subjective norm and attitude and carves actual behaviour. 
Attitude towards behaviour is equivalent to belief that a specific behaviour causes a specific outcome 
(Ajzen & Fishbein, 1980). Further, Ajzen and Fishbein (1980) defined subjective norm as the extent to 
which important people influence individual behaviour. Perceived behavioural control is the belief in 
one’s ability or inability to exhibit a behaviour, which has control over the actual behavioural perfor-
mance (Ajzen, 1991). In a study of luxury fashion goods in India, Jain and Khan, (2017)  examined 
consumer behaviour, based on the TPB, and data suggests that attitude and subjective norm are the ante-
cedents for purchase intention. In another study, Cheah et al. (2015) examined consumers’ attitude to-
wards buying high-price luxury fashion apparel made in sweatshops and the findings indicate that a feel-
ing of comfort towards a certain brand causes consumers to pay premium price even when options for 
lower prices are available. Moreover, Han and Stoel (2016) have also proven the correlation between 
attitude and the intention to buy premium cotton apparel. In other words, and in most TPB literature, that 
all TPB elements, for instance attitude and subjective norm, considerably influence consumers' purchase 
intention, is fully supported (Chen & Tung, 2014; Timperio et al., 2016; Hsu et al., 2017). Therefore, it 
can be hypothesised as below: 
H3: Attitude towards luxury fashion affects customers to buy luxury fashion. 
H4: Attitude towards luxury fashion affects disposition towards paying premium prices. 
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H5: Subjective norm affects intention to buy luxury fashion. 
H6: Subjective norm affects disposition towards paying premium prices. 
Price premium intention is the extent of willingness of a buyer to pay for an item, without its price af-
fecting his decision (Zhang & Kim, 2013).  Hultman et al. (2015) combined TPB theory with price pre-
mium to examine the consumers’ disposition towards price premium for ecotourism. The study con-
cluded the strongest predictor of consumers paying premium price is intention. Wu et al., (2015) in a 
qualitative study argued that price premium has a role in explaining involvement in luxury fashion. Stall-
meadows and Davey (2015) examined different dimensions of attitude association with price premium 
of premium green apparel. The role of price premium on influencing green apparel purchases was sup-
ported. Although it is uncommon to examine price premium as the outcome variable in luxury fashion, 
several studies have proven the importance of its inclusion in the understanding of this field. Therefore, 
it is important to assess whether the solid intention to buy luxury products will affect the reaction to price 
premium.   
H7: Intention to buy luxury fashion enhances disposition towards price premium.  
On the basis of discussions in literature thus far, our paper proposes a model presented in Fig. 1. The 
model comprises a construct of five variables, in which purchase intention and price premium are the 
outcome variables.  
 
 
 
Fig. 1.  A conceptual framework 
3. Research method 
This study follows the scientific approach, starting with a hypothesis and ending with a quantitative 
analysis of the hypothesis. Therefore, this study employs a quantitative approach and is a deductive type 
of research, which uses a questionnaire and variance-based statistical analysis (Structural Equation Mod-
elling). 
 
3.1 Population, Sampling, and Data Collection 
 
The target participants of this paper are luxury fashion clients in Kuala Lumpur, Malaysia. Kuala Lumpur 
(also pronounced KL) is the capital of Malaysia; the city hosts a wide variety of active international 
luxury brands, such as Louis Vuitton, Gucci, Prada, Calvin Klein, Burberry and Emporio Armani 
(Euromonitor International, 2016). Most potential luxury fashion consumers are either living in KL or 
visiting KL. Therefore, to reach these target participants, non-probability sampling techniques are used 
due to the unequal chance of selecting the individual within the population (Statpac, 2014).  The reason 
for selecting this technique is the size of the population and the difficulty to identify customers’ traits via 
statistical inference (Bryman & Bell, 2007). To distribute the survey questionnaire, the purposive sam-
pling method is adopted. The samples are easy to reach time and location-wise (Bryman & Bell, 2007). 
Data is collected by trained facilitators via face-to-face communication with potential consumers shop-
ping in Pavillion, Suria-KLCC, and The Gardens malls. Micro-locations of data collection spots are the 
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stand-alone stores of leading luxury brands in Malaysia: Louis Vuitton, Gucci, Prada, Calvin Klein, Bur-
berry and Emporio Armani, which are located inside the three luxury malls. In order to collect data from 
these malls, clients were localised departing luxury fashion retailers after purchasing from these retailers 
and also purchased luxury fashion products, mainly bags, apparel, shoes, underwear, and accessories, in 
the last five years. This 5-year duration is necessary to confirm that customers are experienced with these 
luxury fashion products. This approach is an accepted method of accessing potential consumers (Zhan & 
He, 2012). Once they have been identified, the potential consumer is requested to complete the survey 
and contribute to the academic work. The potential participants invited to complete the survey were 520, 
whereas the actual participants who agreed to fill in the questionnaire were 350. After filtering incomplete 
questionnaires, the valid samples for proceeding were 240. Data was collected from March to April 2017.    
 
According to Hair et al. (2011), sample size can be considered effective when the size ranges between 
30 to 500. We have used power analysis to identify sample size and SEM models suggested by Hair Jr 
et al. (2016). The current study was based on prior-sample size calculations from Structural Equation 
Models (SEM) as applied by Westland (2010). This study calculated the sample size using the number 
of measurement categories, of exogenous and endogenous elements as input data (Westland, 2010). The 
recommended sample size was 112 based on the input data (number of observed variables = 19, statistical 
power = 95% and probability level = 0.05). According to the aforementioned justifications, the sample 
size required for the method can easily be achieved. 
 
3.2 Questionnaire 
 
The tool for data collection is a self-directed questionnaire with closed-ended questions based on the 
Likert-5 coding technique. The questionnaire was written in English and translated into Malay, the main 
language in Malaysia. Translation process was undertaken by a professional translator well-versed in the 
subject, according to a process recommended by Adler (1983). However, the respondents were given the 
choice between English and Malay to complete the questionnaire, which consisted of two parts: i) re-
spondents’ demographic information and ii) respondents’ opinions. Demographic information comprises 
gender, age, qualification, marital status, income, and occupation. Information dealt with purchase inten-
tion was based on the three elements adapted from Ajzen and Fishbein, (1980) and Madden et al. (1992)  
and five items from Loureiro and Araújo (2014)  and Zhan and He (2012) to assess respondents’ attitude 
towards luxury behaviour. Subjective norm depended on four elements from Ajzen and Fishbein (1980) 
and Fitzmaurice (2005). The measurement for self-identity uses the same four items used by Loureiro 
and Araújo (2014) and Wiedmann et al. (2009). Finally, the measurement for price premium construct 
uses the same three items as used by Li et al. (2013) and Bang et al. (2000).  
 
3.3 Common Method Bias (CMV) 
 
This paper assessed common method variance before it proceeded to PLS-SEM analysis. According to 
Spector (2006), CMV may accrue in quantitative research as well as when data collection is from one 
source (MacKenzie & Podsakoff, 2012). This research follows Harman's (1976) one-factor test and Ba-
gozzi’s method, (Bagozzi, Yi, & Phillips, 1991) to identify the potential threat of CMV. The SPSS soft-
ware is used to apply Harman’s one-factor test and results indicate the absence of a CMV issue. Accord-
ing to Bagozzi’s method, CMV is an issue when any two variables have a correlation higher than 0.9 
(Bagozzi et al., 1991). Table 3 determines the highest correlation as 0.780 that is the correlation between 
attitude and purchase intention. Therefore, no CMV issue is present in the data used. 
 
3.4 Structural Equation Modelling (SEM) 
 
Although the SEM technique includes several statistical methods that enable researchers to improve and 
verify models and theories (Anderson & Gerbing, 1982), a preferable technique is to test hypotheses and 
evaluate parameters (Fornell & Larcker, 1981; Hair et al., 2011). In SEM and according to, VB-SEM 
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and convenience-based SEM (CB-SEM) rely on a theory. Reinartz et al. (2009)  argued that CB-SEM is 
particular with errors and sets of model parameters whereas PLS-SEM delegates scholars to question the 
causal relationship between latent constructs and the causal relationship between items (Rezaei, 2015). 
To add on, when the objective is to expand upon the extant structural theory, PLS-SEM is preferable 
over CB-SEM (Hair et al., 2011). Furthermore, Henseler et al. (2014) and Hair et al. (2011) suggest PLS-
SEM as a preferred technique when the central purpose is accurate prediction in a complex model with 
many indicators and constructs. Therefore, this study considers PLS-SEM method as the most suitable 
approach for analysis based on the aforesaid justifications, as well as because of the complexity of the 
proposed model as it includes 7 paths and two dependent variables (Ringle et al., 2012). PLS-SEM anal-
ysis includes two processes which are to assess the inner model (measurement model) and to assess the 
outer model (structural model) (Henseler, 2010). The measurement model evaluates the relationship be-
tween indicators and validates constructs, whereas the structural model assesses the relationship between 
constructs (hypothesis testing) (Anderson & Gerbing, 1982). In our present study, PLS-SEM analysis is 
evaluated by SmartPLS software. 
 
4. Findings 
 
4.1 Descriptive Analysis on Sample Profile 
 
As in Table 1, the final sample of respondents comprises 240 samples. The majority of respondents are 
identified by the following categories with the following statistics: 57.1% are females, 42.9% aged be-
tween 36 and 45, 42.9% have their own business, and 81% have a household income higher than 
RM4000. 
 
Table 1 
Sample Profile 
 Characteristics Frequency Percentage 
Gender Female 137 57.1 
 Male 103 42.9 
Age(years) 17-25 15 6.2 
 26-35 90 37.6 
 36-45 120 50 
 Above 45 15 6.2 
Household Income Less than 3000 RM 21 8.6 
 3000 – 4000 RM 25 10.4 
 4001-5000 RM 124 51.7 
 5001 – 6000 RM 30 12.6 
 More than 6000 RM 40 16.7 
Work status Non-employed 10 4.1 
 Part-time work 15 6.2 
 Full-time work 90 37.6 
 My own business 103 42.9 
 Other 22 9.2 
 
4.2 Validity and Reliability of Constructs 
 
Several measures have been conducted, such as composite reliability, outer loading, convergent validity, 
and discriminant validity to confirm reliability and validity of the measurement model (Hair et al., 2011; 
Sekaran, 2006). As in Table 2, the Cronbach’s Alpha and composite reliability values pass the cut-off 
value, which is 0.70. Therefore, the measurement model is reliable. In addition, no multicollinearity has 
been found to exist as the VIF values are within the valid measure, which is between 0.2 and 5.0. Outer 
loading for all the items is above 0.708 with no cross loading from foreign items, so the indicator relia-
bility is achieved. The Average Variance Extracted (AVE) values are higher than 0.5, meaning that the 
convergent validity is achieved as well.  
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Table 2 
Construct Reliability and Validity  
construct Item Loading AVE VIF Cronbach’s alpha Composite Reliability 
Self-Identity 
(SFI) 
SI1 0.783 
0.632 
1.686 
0.807 
 
0.873 
 
SI2 0.746 1.598 
SI3 0.835 1.852 
SI4 0.812 1.667 
Attitude Towards Purchas-
ing (AP) 
AT1 0.812 
0.720 
1.993 
0.903 
 
0.928 
 
AT2 0.852 2.483 
AT3 0.880 2.870 
AT4 0.874 2.795 
AT5 0.823 2.163 
 
Subjective Norm (SN) 
SN1 0.841 
0.703 
2.253 
0.859 
 
0.904 
 
SN2 0.868 2.426 
SN3 0.856 2.356 
SN4 0.786 1.939 
Price Premium 
(PP) 
PP1 0.835 
0.744 
1.656 0.828 
 
0.897 
 PP2 0.886 2.253 PP3 0.865 2.032 
Purchase Intention (PI) 
PI1 0.908 
0.805 
2.591 0.879 
 
0.925 
 PI2 0.893 2.433 PI3 0.890 2.274 
 
Table 3 
Discriminant validity – Fornell-Larcker criterion 
Construct PI SN AT PP SI 
Purchase Intention 0.897     
Subjective Norm 0.755 0.838    
Attitude 0.78 0.7 0.849
price Premium 0.737 0.768 0.719 0.863  
Self-Identity 0.514 0.475 0.531 0.576 0.795 
 
Table 4  
Discriminant validity (heterotrait-monotrait ratio of correlations, HTMT criterion. 
  Original Sample (O) Sample Mean (M) 2.5% 97.5% 
PI → PP 0.75 0.75 0.68 0.81 
SN →PI 0.73 0.73 0.64 0.81 
SN→PP 0.74 0.74 0.67 0.81 
AT→PI 0.53 0.53 0.43 0.64 
AT →PP 0.76 0.76 0.67 0.83 
SI → PI 0.76 0.76 0.67 0.86 
SI→ PP 0.71 0.71 0.62 0.79 
Note: AT (Attitude Towards Purchasing), PI (Purchase Intention),, SN (Subjective Norm), PP (Price Premium), SI (Self- Identity). 
Last but not least, Table 3 shows the matrix of the Fornell-Larcker criterion, indicating that there are no 
discriminant validity problems. Furthermore, this research uses the Monotrait heterotrait of correlations 
(HTMT) ratio advised by Henseler et al. (2015) to assess the discriminant validity. Henseler et al. (2015), 
state that discernment validity holds when HTMT confidence intervals do not contain. Table 4 shows 
that there is no ratio value of HTMT containing 1, which means discriminant validity holds. This study 
satisfies the rule of thumb proposed by Henseler et al. (2015) and  Hair Jr et al. (2016).  
4.3 Structural Model  
To assess the power of the model to predict the outcome variables, predictive power R2 and predictive 
relevance were used (Hair Jr et al., 2016). Fig. 2 shows the causal relationships among model variables 
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after running the PLS-SEM algorithm. It can be seen that predictive power R2 of price premium is 0.693 
and that predictive power of purchase intention is 0.699. Meanwhile, predictive relevance Q2 of price 
premium is 0.48 and of purchase intention is 0.52.  
Written in Table 5 are the hypothesized relationship outcomes. This table shows that the seven research 
hypotheses are supported with the exception of H1. The threshold for accepting or rejecting any hypoth-
esis is the T-statistics value, which is supposed to be more than 1.96. H1 states the relationship between 
self-identity and purchase intention is positive but is rejected (T-value of 1.887, path coefficient of 
0.082). H2 proposes a positive relation between self-identity and price premium is validated (T-value of 
2.693 and path coefficient of 0.185). H3 and H4, proposing the positive relationships of attitude with 
purchase intention and price premium, are supported with T-values of 7.689 and 2.463, and path coeffi-
cients of 0.462 and 0.191. H5 and H6, which propose the positive relationship of subjective norm with 
both purchase intention and price premium, are validated by T-values above 1.96 (T-values of 7.040 and 
6.112, and path coefficients of 0.392 and 0.406). Finally, as in Fig. 2, H7 confirms a positive relationship 
between purchase intention and price premium thanks to T-statistic of 2.574 and path coefficient of 0.186. 
These findings are very important in understanding consumer behaviour toward luxury-fashion.  
 
 
 
Fig. 2.  PLS Algorithm Path Model 
 
Table 5 
Structural Relationships and Hypothesis Testing 
Hypothesis Path Path coefficient(β) T Statistics P Values Decision 
H1 SI → PI 0.082 1.887 0.060 Not Supported 
H2 SI → PP 0.185 2.693*** 0.007 Supported 
H3 AT → PI 0.462 7.689*** 0.000 Supported 
H4 AT → PP 0.191 2.463** 0.014 Supported 
H5 SN→ PI 0.392 7.040*** 0.000 Supported 
H6 SN → PP 0.406 6.112*** 0.000 Supported 
H7 PI → PP 0.186 2.574** 0.010 Supported 
*t-values: 1.65 (10%); **t-values: 1.96 (5%); ***t-values: 2.58 (1%) 
Note: AT (Attitude Towards Purchasing), PI (Purchase Intention),  SN (Subjective Norm), PP (Price Premium), SI (Self- Identity)
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5. Discussion  
The objective of this paper is to investigate the role of self-identity as an external variable in the TPB 
and to explore price premium as one of the outcomes of behavioural intention to buy luxury fashion 
items.  
Results indicate that self-identity enhances customer’s disposition towards premium price and this is 
backed by the self-congruity theory indicating clients likely develop positive ideas and perceptions about 
brands congruent to their self-concept (Ha & Janda, 2012; Sirgy et al., 1991).  Moreover, clients locating 
the luxury fashion product of their interest and matching their personality and identity will start to de-
velop beliefs that motivate them to pay a high price (Ha & Janda, 2012). Marketers could apply cam-
paigns that highlight the value of their brand which reflects the identity of the target market in order to 
create positive feelings and beliefs that will encourage customers to pay higher prices for the products 
(Shin et al., 2016). However, the hypothesised relationship between self-identify and behavioural inten-
tion is eliminated contrary to the results of Singh and Sanjay (2009) who discovered that when a brand 
personality matches an individual’s identity a positive perception and attitude towards the brand product 
develops. Positive attitude can also be associated with purchase intention of most products (Schade et 
al., 2016). Nevertheless, the study shows that although self-identity can motivate the consumer to pay 
higher prices for luxury products, it cannot influence intention to buy the product because of the nature 
of the product, which is considered high-involvement products. Thus, consumers would be making the 
decision to accept the high prices and purchase the product, rather than to consider whether to purchase 
when they do find the luxury product that reflects their identity.  
In addition, our research reveals attitude consolidates purchase intention and consumers’ disposition to-
wards premium price. These findings are consistent with Jain and Khan's (2017) findings, which reveal 
that attitude affects purchase intention in an emerging market. Yet in the aforesaid authors’ findings, 
attitude towards buying behaviour was investigated with regards to low-involvement products. As men-
tioned earlier, if consumers form a favourable attitude towards high-involvement products, this might 
motivate their purchase intention and their disposition towards high prices to increase their status within 
society (Valae & Nikhashemi, 2017).   
Another key finding of our paper is the noticeable effect subjective norm has on purchase intention which 
resembles numerous prior studies (Choo et al., 2012; Ramayah et al., 2010; Gao et al., 2009). Moreover, 
the findings reveal that subjective norm’s effect on consumers’ disposition towards premium price is 
intense. This result shows that the social factor will motivate consumers to request a product as well as 
encourage their satisfaction with premium price, even if a cheaper price is available. It matches 
Chaudhary's (2018)  results which noted that clients content with high prices will have the intention to 
buy green products in the Indian market which confirm the strong impact of the social factor on consum-
ers’ decisions and consequently, their buying behaviour (Bartels & Hoogendam, 2011).  
At last, the results show that purchase intention has a noticeable effect on contentment with premium 
price. Previous studies show that consumers’ intention to purchase an item from a particular brand will 
lead to future purchase (Hsu et al., 2015), and that brand loyalty will lead to repeated buying behaviour 
(Chiu & Leng, 2016). Customers with the intention to buy luxury products will end up paying the high 
price, even in the case of an increase in price overtime. 
  
6. Implication 
 
6.1 Theoretical Implications 
 
Our research has created a conceptual model explaining the cause and effect of purchase intention be-
haviour regarding luxury fashion products in Malaysia. Specifically, it integrates the variables of self-
identity and price premium into the TPB to provide a valuable insight into previously existing knowledge. 
Our findings provide numerous contributions to literature dealing with marketing-based themes. 
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Foremost is that current research demonstrates the outcome of self-identity on individuals’ decisions and 
explains that consumers have a strong motivation to buy luxury products when those products reflect 
their image and match one of their characteristics. 
Secondly, this study examines the impact of clients’ desire to buy luxury fashion, their attitude as well 
as their subjective norm on their contentment with premium price. Examining the relationship between 
these variables will help us further understand the factors that will encourage customer disposition to-
wards premium price.  
6.2 Practical Implications 
This study defines the categories of market segmentation in more detail, highlighting the psychological 
characteristics of Malaysian clients interested in luxury items which lead them to behave in line with 
their purchase intention, even when the products are sold at premium price. In addition, psychological 
values like age, gender and income effectively segment wealthy consumers.  
The strong relationship between subjective norm and purchase intention, along with disposition towards 
premium prices, support the development of marketing strategies for luxury fashion brands in Malaysia 
to achieve a higher position and to communicate with the targeted consumers. In Malaysia, providing a 
superior products strategy may not be enough for a marketer to give their product an advantage. Instead 
they will need to consider shifting their focus to developing effective approaches that will help consumers 
meet their social goals. Furthermore, marketers will need to focus on the social meaning of their products 
and be able to express in what way their products will be beneficial to customers in a way that reflects 
their social status in society.  
As self-identity is found to have the strongest impact on consumers’ attitude, it is advised that marketers 
differentiate their products within their brand. In other words, marketers must show how different product 
lines reflect characteristics of an individual’s image. Marketers may consider the customization strategy 
with regards to product design so that consumers have further options of expressing their personality.  
6.3 Limitations and Direction for Future Research  
Although contributing to both practical and theoretical knowledge, the research method has several lim-
itations that future studies will need to deal with. Intrinsically, subsequent research should evaluate the 
model in various cultures, societies and different industries. Secondly, subsequent research should con-
sider gender, age and income as moderators of the relationship between self-identity and other elements 
in the model. Thirdly, since the predicting power of purchase intention and price premium is about 69%, 
which means that there was a 31% unexplained variance. Thus, for the benefit of future research, quali-
tative research is recommended to explore new variables that will increase the percent variance of the 
purchase behaviour construct.  
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